MARK 201 -Reading notes

Chapter 1

Marketing: The process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. 

Marketing is managing profitable customer relationships.
How? By promising: superior value and to keep delivering satisfaction. 
Understanding customer needs to designing customer driven marketing strategies. 
Building customer relationships.

The Marketing Process

1) Understand the marketplace and customer needs + wants
2) Design a customer-driven marketing strategy
3) Construct an integrated marketing program that delivers superior value
4) Build profitable relationships and create customer delight
…
5) Capture value from customers to create profits and customer equity

Today’s successful companies are strongly customer focused and heavily committed to marketing. 
They motivate people in the organization to help build lasting customer relationships based on creating value. 

Customer Needs, Wants, Demands

NEEDS: States felt of deprivation.
*A Canadian needs breakfast, but wants Tim Horton’s 

WANTS: The from human needs take as they are shaped by culture and individual personality. (When backed by buying power; wants become demands)

DEMANDS: Human wants that are backed by buying power. 
Market offerings are NOT limited to physical products. 

Market offerings: Some combination of products, services, information, or experiences offered to a market to satisfy a need or want. 

Many sellers make the mistake of paying more attention to the specific prosucts they offer than to the benefits and experiences produced by these products.

They forget that a product is only a tool to solve a consumer problem. 

 Marketing myopia: The mistake of paying more attention to the specific products a company offers than to the benefits and experiences produced by these products. 

Smart marketers; create brand experiences for consumers. 

How do customers choose amongst the many offerings? The form expectations about the value and satisfaction that various market offerings will deliver. 

Exchange: The act of obtaining a desired object from someone by offering something in return. 

Markets 

Marketers are no longer asking “how can we influence our customers?” but “How can our customers influence us?”. Or “how can our customers influence each other?”. 

Market: The set of all actual and potential buyers of a product or service
 Ex: Online market, farmers market, shopping center, etc. 

Goal is to build profitable relationships. 

Customer-Driven Marketing Strategies

Marketing Management: The art and science of choosing target markets and building profitable relationships with them.

A Brand’s value proposition is the set of benefits or values it promises to deliver to consumers to satisfy their needs. 

“Why should I buy your brand rather than the competitors?” 

Marketing Management Orientations

Production concept: The idea that consumers will favour products that are available and highly affordable; therefore, the organization should focus on improving production and distribution efficiency. 

Product concept: The idea that consumers will favour products that offer the most quality, performance and features; therefore, the organization should devote its energy to making continual product improvements. 

Selling concept: The idea that consumers will not buy enough of the firms products unless the firm undertakes a large-scale selling and promotion effort. 

Marketing concept: A philosophy in which achieving organizational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better than competitors do. 

Goal: not to find the right customers for these products but the right products for these customers. 

Societal marketing concept: The idea that a company’s marketing decisions should consider consumers wants, the company’s requirements, consumers long-run interests and society’s long-run interests. 

Marketing Plan and Program

Marketing mix: made up of the 4 P’s:

Product
Price
Place
Promotion
Customer relationship management: The overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction. 

Customer-perceived value: The customers evaluation of the difference between all the benefits and all the costs of a marketing offer relative to those of competing offers. 

Customer satisfaction: The extent to which a product’s perceived performance matches a buyer’s expectations. 

“Customer satisfaction come not just from service heroics, but from how well a company delivers on its basic value proposition and helps customers solve their buying problems”. 

Customer engagement marketing: Making the brand a meaningful part of customers conversations and lives by fostering direct and continual customer involvement in shaping brans conversations, experiences and community.

“The key to engagement marketing is to find ways to enter customers conversations with engaging and relevant brand messages”. 

Customer-generated marketing: Brand exchanges created by consumers themselves-both invited and uninvited-by which consumers are playing and increasing role in shaping their own brand experiences and these of other consumers. 

Brands must be good at customer generated marketing as well as partner relationship management.

Partner-relationship management: Working closely with partners in other company departments and outside the company to jointly bring greater value to customers. 

**Research shows that its 5 times cheaper to keep and old customer than to acquire a new one. 

Customer lifetime value: The value of the entire stream of purchases a customer makes over a lifetime patronage.  Ex: Me with all the Apple products I bought in my whole life. 

Share or customer: The portion of the customers purchasing that a company gets in its product categories. 

Customer equity: The total combined customer lifetime values of all the company’s customers. 

Chapter 2

Marketing Strategy and the Marketing Mix

Marketing Strategy: The marketing logic by which the company hopes to create customer value and achieve profitable customer relationships. 

Effective marketing begins with careful customer analysis. 

Market segmentation: Dividing a market into distinct groups of buyers who have different needs, characteristics, or behaviours and who might require separate products or marketing programs. 

Market segment: A group of customer who respond in a similar way to a given set of marketing efforts.  
Ex: Car: customers who respond to companies who offer a big and comfortable car re part of one segment, whereas small luxury car is another. 

“Marketers must focus their efforts on understanding the needs of the people and organizations that make up the various market segments”. 

Market targeting: The process of evaluating each market segment’s attractiveness and selecting one or more segments to enter. 

Market Differentiation and Positioning 

“Marketers must develop a positioning strategy that makes it clear to the market what differentiates their brand from the competition.

Positioning: Arranging for a product to occupy a clear, distinctive, and desirable place relative to competing products in the minds of consumers.

“A positioning strategy is designed to make the consumer think a certain way about a brand, when done well, to create an emotional bond between the consumer and the brand”. 

Differentiation:  Actually differentiating the company’s market offering to create superior customer value. 

Marketing Mix: The set of controllable, tactical marketing tools—product, price, place and promotion—that the firm blends to produce the response it wants in the target market. 

Product: refers to the market offering. (Tangible product, service, combination of goods and services).
Price: is the amount of money customers must pay to obtain the product.
Place: refers to the distribution of the product and the availability of the service.
Promotion: activities that communicate the merits of the product and persuade customers to buy it. 

An effective marketing program blends all of the marketing mix elements into one marketing program to achieves the company’s objectives. 

Marketing Analysis

SWOT Analysis: An overall evaluation of the company’s strengths, weaknesses, opportunities and threats. 

Marketing Planning: Through strategic planning, the company decides what it wants to do with each business unit. I.e: involves deciding on marketing strategies that will help the company attain their goal. 

Marketing implementation: The process that turns marketing strategies and plans into marketing actions to accomplish strategic marketing objectives. 

Marketing control: The process of measuring and evaluating the results of marketing strategies and plans and taking corrective action to ensure that objectives are achieved. 
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